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Nonverbal communication plays an important role in human being’s daily life, 
especially in modern society. With the advent of picture age, picture as a typical 
nonverbal sign outweighs verbal signs, so nonverbal communication gradually 
become more important in human being’s communication. 
With the development of the globalization and cross-culture communication, 
there are some new changes in advertisement, such as the popularity of emotional 
advertisement and music advertisement, and suspicion of traditional method of 
measure to advertising’s effect. Those changes indicate nonverbal communication also 
plays an important role in advertising, some evidences even show nonverbal 
communication is more important than verbal communication in advertising, so it 
urges advertising researchers to explore nonverbal communication in advertising. 
However, the systemic research of nonverbal communication only has 
experienced twenty years, and few of them were carried through in advertisement. In 
china the research of nonverbal communication in advertising just moved its first step. 
This paper mainly gathers up academic achievements of the research about 
nonverbal communication in advertisement, so it sets the stage for further research of 
nonverbal communication in advertisement. The paper also reminds the advertiser of 
the importance of nonverbal communication, and tells them some principles of how to 
organize the nonverbal sign to make the advertising more effective. 
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这种趋势到了 80 年代已是非常清晰，有人名之为“图像的转向”(the 

















































































































                                                        
① Sidney Hecker, David W.Stewart. Nonverbal Communication: Advertising’s Forgotten Elements[A].Sidney 















Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
